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The aim of the article is to determine the specifics of modern creative industries through
the prism of their scientific understanding. Results. Modern world is marked by the rapid
development and spread of creative industries, which are important factors for both cultural
and economic progress. Creative industries include a wide range of industries such as
music, film, art, design, video games, etc. They not only provide entertainment and aesthetic
pleasure, but also simulate innovation and economic growth. Due to their development, new
jobs appear, exports increase and investments are attracted. At the same time, creative
industries play an important role in social and cultural development. They stimulate creativity,
promote intercultural dialogue and preserve cultural heritage. In addition, creative industries
are a powerful instrument of soft power, capable of increasing a country’s prestige in the
international arena and drawing attention to its cultural and intellectual potential. Today,
the evolution of the formation and current state of creative industries as a concept and
phenomenon in the context of social and cultural development of modern domestic society is
observed. Scientific novelty grounds on understanding the concept of creative industries and is
determined by the relevance and depth of theoretical analysis, the results of which can be used
as a theoretical basis in the framework of conducting empirical research in the field of creative
industries. Conclusions. The creative industries exert a significant impact on the framework
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of the national economy, with notable attributes of robust growth and innovative evolution.
Moreover, they are characterised by powerful development and innovative transformations,
which contributes to the active modernisation of the domestic regulatory and legal environment
of this field with an emphasis on the development and improvement of its mechanisms.

Keywords: creative industries; social and cultural practices; analysis of creative industries;
national tendencies; regional aspect

Introduction

Today, world is marked by the rapid development and spread of creative indus-
tries, which is an important factor for both cultural and economic progress. Creative
industries include a wide range of industries such as music, film, art, design, video
games, etc. They not only provide entertainment and aesthetic pleasure, but also sim-
ulate innovation and economic growth. Thanks to their development, new jobs appear,
exports increase and investments are attracted. At the same time, creative industries
play an important role in social and cultural development. They stimulate creativity,
promote intercultural dialogue and preserve cultural heritage. In addition, creative in-
dustries are a powerful instrument of soft power, capable of increasing a country’s
prestige in the international arena and drawing attention to its cultural and intellectual
potential. In a relatively short period of time, the development of creative industries
in Ukraine was marked by positive dynamics and acquired characteristic features.
Significant dynamics in the development of these fields is due, on the one hand, to the
influence of global trends, on the other hand, to the great cultural and creative poten-
tial of the Ukrainian people. Certain sectors of creative industries, such as folk arts,
audiovisual arts, design, information and communication technologies, and others,
managed to demonstrate significant progress. However, the beginning of the full-scale
russian aggression made its adjustments and led to significant difficulties in all areas
of the country’s life, including the cultural sector. The initial shock and uncertainty gave
way to a situation where Ukrainian creative industries continue to develop, despite,
and even in spite of, the war. These industries play a significant role in shaping the
cultural identity of the country, contributing to its development and strengthening.

Analysis of Previous Research

It's worth noting that while in the 1990s economic works predominated, then at
the beginning of the 21! century the phenomenon of creative industries caught the
attention of cultural and sociological researchers, who in their studies began to use
structuralist, constructivist and historical approaches to consider the specifics of this
phenomenon.

Published in 2013, an article by T. Flew and S. Cunnigham (2010) highlighted
the importance of the formulation of the definition of creative industries by the UK
Department for Culture, Media and Sport in 1998. The study states that the develop-
ment of creative industries is observed in various countries around the world, while
also emphasising the absence of universal regulation of the concept of creative in-
dustries, which would take into account the main characteristics of the industries that
form their basis. L. Guilherme (2017) points out that creative industries, the core of
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the creative economy, are supported by public policies and classification systems
that differ depending on the country (p. 5). Researchers N. M. Rantisi, L. Deborah
and S. Cristopherson (2006) focus attention on the fact that the products of creative
industries play an aesthetic function, not limited to a utilitarian purpose. Forms of
organization of enterprises in creative industries differ in flexibility, and are mainly
represented by small enterprises. It is important to note that in this study, the authors
resort to the analysis of the experience of the development of organizations in this
area even in the pre-digital period (p. 1791).

In the scientific work of R. L. Florida (2002), indicators of the development of
creative industries are studied, among which the author singles out the number of
specialists in this field, as well as the costs of research and development works.

A study by P. Dharmani et al. (2021) reveals the essence of creative industries
through the use of bibliometric analysis to determine current trends and prospects
for the development of this segment in the future. The authors of the work focus on
the intellectual component of creative industries as a set of creative industries that
serve as a platform for academic research. In the bibliometric analysis of S. Bui Hoai,
et al. (2021), the creative industries were considered mainly as a set of branches in
the field of arts and humanities.

Aresearch conducted by M. Castillo-Vergara et al. and published in 2018 exam-
ines the role of creativity as a key personality characteristic in the context of business
development. The results of this study allowed researchers from the Netherlands and
Spain to develop scientific mapping models that include data from different countries
and focus on the highest publication activity and citations in the field of business
creativity (p. 3—4). The main conclusion of the scientists is that the key factors of
successful business development are the creativity of the individual (employee) and
the adequacy of the management of this process.

A scientific article by the authors G. Hobbs, J. Grigore and M. Molesworth (2016)
entitled “Success in the management of crowdfunding projects in the creative indus-
tries” presents the results of the analysis of 100 creative crowdfunding campaigns
in the category of films and videos posted on the Kickstarter crowdfunding platform.
The authors examine the factors that influence the success of projects on a specific
crowdfunding platform, focusing on the entertainment industry, in particular the film
industry.

A scientific development of J. Radomska et al. (2019) reflects the importance of
the concept of “trust” for the development of creative industries, in particular at the
level of small and medium-sized enterprises of this sphere; considered the influence
of trust on the management approaches of both external and internal stakeholders
of the studied industries.

In a seminal work on the economics of culture by R. Towse and T. Navarrete Her-
nandez (2020), the creative industries are seen primarily as “cultural industries”; the
issue of state policy aimed at the development and support of creative industries is
revealed in detail, and the importance of copyright protection for creative industries
is emphasised.

P. L. Sacco, G. Ferilli, G. Tavano Blessi (2018) emphasise the importance of
modern technologies and their influence on traditional art. Actually, this factor, ac-
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cording to the authors, led to changes in the ways of creation, use and distribution of
artistic works, including the reproduction and distribution of sound recordings, video
recordings, the growth of book publishing and the organisation of mass film screen-
ings.

In publications of Ukrainian scientists, a term “creative industries” began to ap-
pear after the 2010s. Certain questions regarding its essence and the peculiarities
of creative industries were highlighted by domestic scientists such as: N. Buhas and
A. Hutman (2021), Yu. Horban (2019), I. Kuksa and T. Pietukhova (2018), V. Kushn-
arov and O. Skachenko (2024), M. Poplavskyi (2017), et al.

The majority of Ukrainian scientists in their research focus on the complexity and
multifaceted definition of the category “creative industries”. This becomes obvious
when analysing three approaches to considering this category, which were present-
ed in the work of S. Shkarlet and M. Dubyna (2019, p. 211), namely:

1) creative industries, as those industries which have their origins in individual
creativity, skill and talent, and which have the potential for wealth and job creation
through the creation and use of intellectual property;

2) creative industries are a list of types of economic activity that have the potential
to create added value and jobs through cultural (artistic) and/or creative expression,
and their products and services are the result of individual creativity, skills and talent;

3) a concept of creative industries is a broad category that includes artistic
events, cultural institutions, cultural industries and other types of creative activities
based on individual creativity, in particular in industries that use new technologies
(eg. new media) in creative activities.

Analysis of research by Ukrainian scholars indicates that in the majority of studies
devoted to examining the specifics of the formation of creative industries in Ukraine,
the economic aspect is emphasised. In particular, the potential of creative industries
in domestic realities is being analysed. A special group among scientific studies are
those that view certain aspects of the gradual change in the model of the functioning
of financial institutions and their interaction with creative industries (Shkarlet & Du-
byna, 2019, p. 212-213).

Important problems are touched upon by A. Batiuk (2023), investigating the state
of the labor market of the creative sector in wartime conditions, focusing attention
on the changes that have taken place in this area since the beginning of full-scale
russian aggression, highlighting negative factors and hybrid threats that currently
have the greatest influence on this sphere and cause obstacles to the expansion of
the industry and its existence during the war; notes the main opportunities for the
development of the creative sector.

The comprehensive problem statement within the framework of the classic sys-
tems approach, which includes formulation, construction, evaluation, justification,
and problem notation, has been previously addressed by the authors (Martynyshyn
et al., 2023; Butko et al., 2023).

The Aim of the Article

The aim of this study is to determine the specifics of modern domestic creative
industries through the prism of their scientific understanding.
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In spite of the fact that the creative industries play an important role in the
structure of the domestic economy, in addition, they are characterised by powerful
development and innovative transformations, which contributes to the active mod-
ernization of the domestic regulatory and legal environment of this sphere with an
emphasis on the development and improvement of its mechanisms, practical and
theoretical planes of creative industries indicate a significant number of unresolved
pressing issues. This necessitates the need for productive scientific research, the
object of which is creative industries, especially in the aspect of domestic and re-
gional specificity.

Also, the identified problems become relevant in a situation of full-scale war,
which causes extremely difficult conditions both for Ukrainian society and for domes-
tic creative industries, acquiring special significance in social and cultural life and
being in a situation of transformation.

Scientists unanimously came to the general conclusion that traditional creative
industries need to be adapted to the specifics of nowadays.

= Study Results

The origin of the term “creative industries” is determined by the intellectual her-
itage of outstanding philosophers, sociologists and cultural experts of the last cen-
tury.

The concept of “creative industries” originated, was formulated and introduced
into scientific circulation by German philosophers, representatives of the Frankfurt
critical school Th. W. Adorno ta M. Horkheimer in the middle of the 20" century. In
the collective work “Philosophical Fragments”, researchers reflect on such a stage of
human development, when values are leveled and formal rationality reigns, which,
according to the logic of the authors, will cause the decline of society and the de-
struction of culture as a whole in the near future (Shumeiko, 2021).

In a revised version of the work entitled “Dialectics of Enlightenment”, which
was published in 1947 in Amsterdam, M. Horkheimer and Th. W. Adorno (2002), the
new method of cultural production as one of the spheres of economy is considered
as a mechanism of total control by the state, which creates the illusion of freedom,
allows to manipulate the consciousness of the individual and generates the deg-
radation of society. The penetration of technical progress into all areas of culture,
including art, and the emphasis on the profitability of cultural products lead to a cer-
tain paralysis of the creative imagination of consumers. According to Th. W. Adorno,
elite classical art turns into something mundane, like how the feeling and inner world
of a person is compared in its complexity to the absorption of food. In his opinion,
classical elite art is fading into the background under the onslaught of entertainment
events, and modern society creates pitiful parodies of what used to be elitist, so in
general art is experiencing a tendency to regress (Shumeiko, 2021, p. 459).

While M. Horkheimer, Th. W. Adorno (2002) and J. Baudrillard (1970/1999)
make assumptions about a purely commercial approach to culture in the future, the
developers of the theory of generations, due to careful analysis and deep research
into the historical aspects of the development of generations, come to the conclusion
that the main difference between them is values.
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With the advent of the Internet, mobile communication and social networks, es-
pecially for generations born and raised in the post-industrial era, these technologies
have become the basic platform for shaping their culture of active and passive leisure.
This quickly led to forms such as “imaginary leisure” and even “violent leisure”. Char-
acteristic features of this phenomenon are unorganized spending of free time, lack
of abilities, skills, talents and desire to plan one’s own life and realize one’s creative
potential.

With the increased culture commercialisation, the industry received a new im-
petus thanks to the attraction of private capital and entrepreneurs, which not only
contributed to the creation of competitive conditions in these areas, but also encour-
aged the search for new sources of income and capitalisation. Creativity has become
a key factor in achieving innovative and economic growth. The terminology of creative
industries was formed on the ground of such concepts as “creative innovation econo-
my” (Howkins, 2001), “creative cities” (Landry & Bianchini, 1995), and “creative class”
(Florida, 2002).

In 1998, the Department for Digital, Culture, Media and Sport (DCMS) published
a thorough scientific report entitled “Creative Industries Mapping Document”, dedicat-
ed to researching the impact of the creative industries on the British economy. In this
report, the official definition of creative industries (creative industries) was formulated
as “types of economic activity based on individual creative abilities, skills and talents,
and which carry the potential for added value and new jobs through the generation
and use of intellectual property” (Melnyk et al., 2022, p. 54). The interpretation of the
term and its inclusion in the apparatus of public structures was necessary, since the
sector of the economy, where ideas and creative potential were used, began a phase
of active development. In addition, in this historic document for creative industries,
13 industries were identified, classified by the specifics of their activities as creative
industries, as well as their classification, which significantly influenced perceptions
and tendencies in the international economic system (Svintsytska & Tkachuk, 2020,
p. 25) (Table 1.).

Table 1
Classification of creative industries
(respectively (according to DCMS)
Music Video Advertising Shows Publishing
and computer house Software
games Design ;
Radio and TV Art 9 Cinema
Architecture | @nd antiques Crafts and video | Fashion

Source: own development

The UK department’s innovative development caught the attention of the gov-
ernment as it could potentially transform the funding of subsidised industries. This
prompted many countries to begin looking for opportunities to adapt British strategy
to their own national economies and cultures.
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The main discussion issues were the organisational models of enterprises, the
adjustment of the British list of creative industries and the management system tak-
ing into account peculiarities of national economies.

For several years, the strategy for the development of creative industries has
gained significant popularity at the international level and received the support of
the International Organisation of UNESCO, which in 2009 introduced the defini-
tion of “creative industries” to describe those industries that combine the process-
es of creation, production and commercialization of intangible cultural contents
(Kreatyvni industrii, 2018). This content, which is usually protected by copyright, can
take the form of a product or service. Depending on the context, these industries
can be called, for example, in economic terms, “industries of the future” (O’Connor
& Wynne, 1996).

The United Nations Conference on Trade and Development (UNCTAD) played
an important role in expanding the understanding of the essence of creative indus-
tries. In its report, UNCTAD defined “creative industries” as “a science-intensive
and labor-intensive phenomenon associated with a high concentration of creative
resources” (United Nations, 2008, p. 9—20). The classification of the branches of the
creative economy was also published, which further enriched the interpretation of the
concept of creative industries. As a result, the term “creative industries” has become
increasingly popular in describing new industries emerging as a result of societal and
technological developments (United Nations, 2008, p. 9-20).

Note that, along with the commonly used term “creative industries”, other varia-
tions of it coexist today (Turskyi, 2016, p. 258):

— entertainment and media industry (or copywriting industry), such as in the US;

— creative industries — in Great Britain, Singapore, Australia, New Zealand,
Ukraine, etc.;

— cultural and creative industries — in China, Japan, and many member states
of the European Union (the term “cultural industries” emphasizes the cultural herit-
age of countries and elements of creative activity that are based on national tradi-
tions and art);

— experience industries, cultural industries, creative culture and creative indus-
tries, economy of culture and experience — in the Scandinavian countries (Sweden,
Denmark, Norway, Finland) (Svintsytska & Tkachuk, 2020, p. 24).

As noted by scientist M. Kryvtsova (2021), the use of different approaches to the
name of the studied economic sector, which is manifested, including in the substi-
tution of concepts today, is one of the problems of research in the field of creative
industries (p. 91).

Considering different approaches to defining creative industries, researchers dis-
tinguish four groups.

The first approach consists in characterising creative industries as a set of cer-
tain sectors, types of economic activity. This approach is supported by J. Howkins
(2001). He believes that the characterised industry is “just another industry”.

The second approach involves considering creative industries as a collection of
certain professions. This approach is reflected in the concept of the “creative class”
developed by the American scientist R. L. Florida (2002). Within the framework of
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the characterised theory, the sphere of creative industries is based on professions
or activity fields.

In the framework of the third approach, creative industries are holistic urban de-
velopment, which includes the concept of the “creative city”, offered by Ch. Landry
and F. Bianchini (1995, p. 25-27), Canadian scientists, international advisors on the
future of cities.

The fourth approach considers creative industries as an important part of the
economic system. According to the British economist R. E. Scott, it consists of a set
of workers, enterprises, institutions, infrastructures, communication channels, and
other active components (Kryvtsova, 2021, p. 91-92).

In connection with the lack of a generally accepted definition of the term “crea-
tive industries”, several systems of division of spheres of activity have been formed,
which one or another country refers to as creative. This fact has led to the emergence
of different models that define the structure of creative industries and the industries
included in them, taking into account the context and specifics of each country. The
DCMS Creative Industries Classification was used as a basis and template for the
development of further layouts. In this regard, attempts were made in various coun-
tries to generate new attempts to define and classify the creative economy as a col-
lection of various creative industries.

Nowadays, there are many modern models, each of which expresses the main
purpose and methods of managing the development of creative industries, and also
includes a different number of subsectors and their grouping systems. They are:

— Model of the UN Conference on Trade and Development (UNCTAD);
UNESCO creative industries classification model;

Model of concentric circles (Throsby, 2008);

Model of the World Intellectual Property Organization;

Singapore model of classification of creative industries;

Japanese model of classification of creative industries “Hokuhodu”;

American model of a scientist-economist (Howkins, 2001);

Ukrainian model of classification of creative industries (Svintsytska & Tka-
chuk, 2020, p. 27-29).

It should be noted that the model of the UNCTAD International Organization is
still the most widespread in the world. It distinguishes four groups of industries (cul-
tural heritage, art, media and functional creativity) and eight subgroups of creative
industries; when compiling the classification, the following important factors were
taken into account: the level of artistry, the symbolic form of products, the level of
involvement of technologies and the ability to protect intellectual property rights.

So, creative industries in many countries of the world are one of the main drivers
of economic growth, contributing to the creation of new products and innovations in
various areas of creative and creative activity.

Conclusions

The creative industries exert a significant influence on the framework of the na-
tional economy, with notable attributes of robust growth and innovative evolution;
moreover, they are characterized by powerful development and innovative transfor-
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mations, which contributes to the active modernization of the domestic regulatory
and legal environment of this sphere with an emphasis on the development and
improvement of its mechanisms.

The modern world is marked by the rapid development and spread of creative
industries, which is an important factor for both cultural and economic progress. Cre-
ative industries include a wide range of industries such as music, film, art, design,
video games and others. They not only provide entertainment and aesthetic pleas-
ure, but also simulate innovation and economic growth. Thanks to their development,
new jobs appear, exports increase and investments are attracted. At the same time,
creative industries play an important role in social and cultural development. They
stimulate creativity, promote intercultural dialogue and preserve cultural heritage.
In addition, creative industries are a powerful instrument of soft power, capable of
increasing a country’s prestige in the international arena and drawing attention to its
cultural and intellectual potential. The evolution of the formation and current state of
creative industries as a concept and phenomenon in the context of the social and
cultural development of modern domestic society is observed.

= Cnucok nocunaHb

BaTiok, A. A.(2023). CtaH Ta nepcrneKkTuBM pO3BUTKY PUHKY MpaLli KpeaTUBHOro cektopy YkpaiHu
B ymoBax BinHW. Momnodul e4eHud, 9(121), 47-51. https://doi.org/10.32839/2304-
5809/2023-9-121-10

Byrac, H. B., & 'ytmaH, A. (2021). IHHoBaUiHa cknagoBsa AisnbHocTi THK Ha pyHKY KpeaTuBHUX
iHOycTpin. EcpekmusHa ekoHomika, 12. https://doi.org/10.32702/2307-2105-2021.12.73

lopbaHb, 0. (2019). bisHec-koMyHikawii — pyLUiliHa cuna KOHKYPEeHTOCMNPOMOXHOCTI [PeLieHsis
Ha KHUry bi3Hec-KoMyHikauii 8 MixHapoOHOoMy MmeHedxmeHmi, J1. B. baTueHko,
I.C. boHgap, & B.A.Pycascbka). [Ipobnemu  iHHO8auiliHO-iH8ECMUUIIHO20
possumky, 19, 202—205.

KpeamusHi iHOycmpii. (2018, 22 cepnHs). YKpaiHCbKUIN LIeHTP KynbTypHUX AocnigxeHs. http:/
uccs.org.ua/kreatyvni-industrii/kreatyvni-industrii/

Kpusuosa, M. C. (2021). TeopeTU4Hi OCHOBM Ta 3HAYEHHS KpeaTUBHOI EKOHOMIKW Yy CyYaCHUX
ymoBax. BicHUK couyianbHO-eKOHOMIYHUX docnioxeHb, 3—4(78-79). https://doi.
org/10.33987/vsed.3-4(78-79).2021.82-96

Kykca, I. M., & lMetyxosa, T. O. (2018). KpeaTmBHa ekOHOMiKka siK enemMeHT iHHoBaUiiHOT Ta
CTiVKOI cTparTerii po3BuTKy YKkpaiHu. EcbekmueHa ekoHomika, 2. http://www.economy.
nayka.com.ua/index.php?op=1&z=6554

KywHapbos, B., & CkadeHko, O. (2024). daxoBuii >XypHan [OCRIAXEHHA MUCTeuTBa:
OCHOBHI JOCArHEHHs 3a ABaaudaTb N'ATb pokiB. BicHuk Kuigcbko2o HauioHarbHO20
yHigepcumemy Kynbmypu i mucmeyms. Cepis: MucmeumeosHascmeo, 50, 8—14.
https://doi.org/10.31866/2410-1176.50.2024.306741

MenbHuk, J1. ., KoBanbos, b. J1., MpuueHko, B. ., CimaHoBcbka, A. €., & CtenaHeHko, €. C.
(2022). KpeatuBHa ekoHOMika — MarictpanbHUiA HanpsMm OpMyBaHHS coLianbHO-
OpieHTOBaHOiI ekoHOoMiKkWN. BicHuk CyMmcbko2o OepxasHo20 yHisepcumemy. Cepisi
EkoHowmika, 4, 52—60. https://doi.org/10.21272/1817-9215.2022.4-06

Monnascbkun, M. M. (2017). Event-meHemxmeHT Yy iHAYCTpil A[o3BinNda.  [lumaxHs
Kynbmyponoeii, 33, 186—197. https://doi.org/10.31866/2410-1311.33.2017.141600

Fedorenko, S., Butko, L., & Maslak., V. Creative industries: Definitions, contextual differences and key aspects of 57



TEOPIAA TA ICTOPIAA KY/ZIbTYPU

MUTaHHA KyABTYPOAOTiT ISSN 2410-1311 (Print)
2025 « 45 « 49-62 ISSN 2616-4264 (Online)

58

CsiHumubka, O. M., & Tkauyk, B. O. (2020). KneamusHa ekoHomika ma KpeamusgHi iHOycmpii.
HepxaBHui yHiBepcuteT « X KuToMmmpcbka nonitexHikar.

Typcekui, |. B. (2016). PerionanbHi mMogeni KpeaTUBHUX iHAYCTPIN: MOPIBHANBHUIA aHanis.
ModenteaHHs1 pezioHanbHOI eKoHOMIKU, 2(28), 244—262.

LWkapneT, C. M., & Oy6uHa, M. B. (2019).OcobnumBocTi B3aemogii kpeaTUBHUX iHOYCTpiK Ta
iHaHCcOBMX ycTaHOB. [pobremu i nepcrnekmusu eKoHoMiku ma ynpaerniHHs, 1(17),
207-218. https://doi.org/10.25140/2411-5215-2019-1(17)-207-218

LLymenko, J1. (2021). KynbTypHi Ta KpeaTusHi iHQYCTpIT: iCTOpIiA Ta cyyacHicTb. [paarns Hayku,
8, 456-460. https://doi.org/10.36074/grail-of-science.24.09.2021.85

Baudrillard, J. (1999). The consumer society: Myths and structures. Sage Publications.
(Original work published 1970). https://monoskop.org/images/d/de/Baudrillard_
Jean_The_consumer_society _myths_and_structures_1970.pdf

Bui Hoai, S., Hoang Thi, B., Nguyen Lan, P., & Tran, T. (2021). A bibliometric analysis of
cultural and creative industries in the field of arts and humanities. Digital Creativity,
32(4), 307-322. https://doi.org/10.1080/14626268.2021.1993928

Butko, L., Fedorenko, S., & Lushakova, A. (2023). Communication strategy of the museum:
Peculiarities of formation by means of PR technologies. Socio-Cultural Management
Journal, 6(2), 72—85. https://doi.org/10.31866/2709-846X.2.2023.291291

Castillo-Vergara, M., Alvarez-Marin, A., & Placencio-Hidalgo, D. (2018). A Bibliometric analysis
of creativity in the field of business economics. Journal of Business Research, 85,
1-9. https://doi.org/10.1016/j.jbusres.2017.12.011

Dharmani, P., Das, S., & Prashar, S. (2021). Bibliometric analysis of creative industries:
Current trends and future directions. Journal of Business Research, 135, 252—-267.
https://doi.org/10.1016/j.jbusres.2021.06.037

Flew, T., & Cunnigham, S. (2010). Creative industries after the first decade of debate. The
Information Society, 26(2), 113—123. https://doi.org/10.1080/01972240903562753

Florida, R. (2002). The rise of the creative class: And how it's transforming work, leasure,
community and everyday life. Basic Books.

Guilherme, L. L. (2017). Creative economy: Thematic perspectives addressed and research
methodologies adopted. Brazilian Journal of Science and Technology, 4, Article 2.
https://doi.org/10.1186/s40552-017-0040-0

Hobbs, J., Grigore, G., & Molesworth, M. (2016). Success in the management of crowdfunding
projects in the creative industries. Internet Research, 26(1), 146-166. https://doi.
org/10.1108/IntR-08-2014-0202

Horkheimer, M., & Adorno, Th. W. (2002). Dialectic of enlightenment (G.S. Noerr, Ed.,
E. Jephcott, Trans.). Stanford University Press. https://monoskop.org/images/2/27/
Horkheimer_Max_Adorno_Theodor_W_Dialectic_of Enlightenment_Philosophical_
Fragments.pdf

Howkins, J. (2001). The creative economy: How people make money from ideas. Penguin
Press.

Landry, Ch., & Bianchini, F. (1995). The creative city. Demos.

Martynyshyn, Ya., Khlystun, O., Butko, L., Krupa, O., & Antonivska, M. (2023). The
culture of economic life of society: Structure, functions, management. Socio-
Cultural Management Journal, 6(1), 3-26. https://doi.org/10.31866/2709-
846X.1.2023.278644

Fedorenko, S., Butko, L., & Maslak., V. Creative industries: Definitions, contextual differences and key aspects of



THEORY AND HISTORY OF CULTURE

Issues in Cultural Studies ISSN 2410-1311 (Print)
2025 » 45 « 49-62 ISSN 2616-4264 (Online)

O’Connor, J., & Wynne, D. (Eds.). (1996). From the margins to the centre: Cultural production
and consumption in the post-industrial city. Routledge.

Radomska, J., Wotczek, P., Sotoducho-Pelc, L., & Silva, S. (2019). The impact of trust on the
approach to management — A case study of creative industries. Sustainability, 11(3),
Article 816. https://doi.org/10.3390/su11030816

Rantisi, N. M., Deborah, L., & Cristopherson, S. (2006). Placing the creative economy: Scale,
politics, and the material. Environment and Planning A: Economy and Space, 38(10),
1789-1797. https://doi.org/10.1068/a39210

Sacco, P. L., Ferilli, G., & Tavano Blessi, G. (2018). From culture 1.0 to culture 3.0: Three
socio-technical regimes of social and economic value creation through culture, and
their impact on European cohesion policies. Sustainability, 10(11), Article 3923.

Throsby, D. (2008). The concentric circles model of the cultural industries. Cultural Trends,
17(3), 147-164. https://doi.org/10.1080/09548960802361951

Towse, R., & Navarrete Hernandez, T. (Eds.). (2020). Handbook of cultural economics (3" ed.).
Edward Elgar.

United Nations. (2008). Creative economy report 2008. https://unctad.org/system/files/official-
document/ditc20082cer_en.pdf

* References

Batiuk, A. A. (2023). Stan ta perspektyvy rozvytku rynku pratsi kreatyvnoho sektoru Ukrainy
v umovakh viiny [The state and prospects of the development of the labor market
of the creative sector of Ukraine in the conditions of war]. Young Scientist, 9(121),
47-51. https://doi.org/10.32839/2304-5809/2023-9-121-10 [in Ukrainian].

Baudrillard, J. (1999). The consumer society: Myths and structures. Sage Publications.
(Original work published 1970). https://monoskop.org/images/d/de/Baudrillard_
Jean_The_consumer_society _myths_and_structures_1970.pdf [in English].

Buhas, N. V., & Hutman, A. (2021). Innovatsiina skladova diialnosti TNK na rynku kreatyvnykh
industrii [Innovative component of TNC activities in the market of creative industries].
Efektyvna  ekonomika, 12. https://doi.org/10.32702/2307-2105-2021.12.73
[in Ukrainian].

Bui Hoai, S., Hoang Thi, B., Nguyen Lan, P., & Tran, T. (2021). A bibliometric analysis of
cultural and creative industries in the field of arts and humanities. Digital Creativity,
32(4), 307-322. https://doi.org/10.1080/14626268.2021.1993928 [in English].

Butko, L., Fedorenko, S., & Lushakova, A. (2023). Communication strategy of the museum:
Peculiarities of formation by means of PR technologies. Socio-Cultural Management
Journal, 6(2), 72-85. https://doi.org/10.31866/2709-846X.2.2023.291291 [in English].

Castillo-Vergara, M., Alvarez-Marin, A., & Placencio-Hidalgo, D. (2018). A bibliometric analysis
of creativity in the field of business economics. Journal of Business Research, 85,
1-9. https://doi.org/10.1016/j.jbusres.2017.12.011 [in English].

Dharmani, P., Das, S., & Prashar, S. (2021). Bibliometric analysis of creative industries:
Current trends and future directions. Journal of Business Research, 135, 252—-267.
https://doi.org/10.1016/j.jbusres.2021.06.037 [in English].

Flew, T., & Cunnigham, S. (2010). Creative industries after the first decade of debate. The
Information Society, 26(2), 113-123. https://doi.org/10.1080/01972240903562753
[in English].

Fedorenko, S., Butko, L., & Maslak., V. Creative industries: Definitions, contextual differences and key aspects of 59



TEOPIAA TA ICTOPIAA KY/ZIbTYPU

MUTaHHA KyABTYPOAOTiT ISSN 2410-1311 (Print)
2025 « 45 « 49-62 ISSN 2616-4264 (Online)

60

Florida, R. (2002). The rise of the creative class: And how it's transforming work, leasure,
community and everyday life. Basic Books [in English].

Guilherme, L. L. (2017). Creative economy: Thematic perspectives addressed and research
methodologies adopted. Brazilian Journal of Science and Technology, 4, Article 2.
https://doi.org/10.1186/s40552-017-0040-0 [in English].

Hobbs, J., Grigore, G., & Molesworth, M. (2016). Success in the management of crowdfunding
projects in the creative industries. Internet Research, 26(1), 146-166. https://doi.
org/10.1108/IntR-08-2014-0202 [in English].

Horban, Yu. (2019). Biznes-komunikatsii — rushiina syla konkurentospromozhnosti [Business
communications — The controlled power leadership] [Review of the book Business
communication in international management, by L.V.Batchenko, I|. S. Bondar,
& V. A. Rusavska). The Problems of Innovation and Investment Driven Development,
19, 202-205 [in Ukrainian].

Horkheimer, M., & Adorno, Th. W. (2002). Dialectic of enlightenment (G.S. Noerr, Ed.,
E. Jephcott, Trans.). Stanford University Press. https://monoskop.org/images/2/27/
Horkheimer_Max_Adorno_Theodor_W_Dialectic_of Enlightenment_Philosophical_
Fragments.pdf [in English].

Howkins, J. (2001). The creative economy: How people make money from ideas. Penguin
Press [in English].

Kreatyvni industrii [Creative industries]. (2018, August 22). Ukrainian Center for Cultural
Research. http://uccs.org.ua/kreatyvni-industrii/kreatyvni-industrii/ [in Ukrainian].

Kryvtsova, M. S. (2021). Teoretychni osnovy ta znachennia kreatyvnoi ekonomiky
u suchasnykh umovakh [Theoretical foundations and significance of creative
economy in modern conditions]. Socio-Economic Research Bulletin, 3—4(78-79).
https://doi.org/10.33987/vsed.3-4(78-79).2021.82-96 [in Ukrainian].

Kuksa, I. M., & Pietukhova, T. O. (2018). Kreatyvna ekonomika yak element innovatsiinoi ta
stiikoi stratehii rozvytku Ukrainy [The creative economy as an element of innovative
and sustainable development strategy of Ukraine]. Efektyvna ekonomika, 2. http://
www.economy.nayka.com.ua/index.php?op=1&z=6554 [in Ukrainian].

Kushnarov, V., & Skachenko, O. (2024). Fakhovyi zhurnal doslidzhennia mystetstva: osnovni
dosiahnennia za dvadtsiat piat rokiv [Professional journal for art research: Main
achievements of last 25 years]. Bulletin of Kyiv National University of Culture and
Arts. Series in Arts, 50, 8-14. https://doi.org/10.31866/2410-1176.50.2024.306741
[in Ukrainian].

Landry, Ch., & Bianchini, F. (1995). The creative city. Demos [in English].

Martynyshyn, Ya., Khlystun, O., Butko, L., Krupa, O., & Antonivska, M. (2023). The culture of
economic life of society: Structure, functions, management. Socio-Cultural Management
Journal, 6(1), 3-26. https://doi.org/10.31866/2709-846X.1.2023.278644 [in English].

Melnyk, L. H., Kovalov, B. L., Hrytsenko, V. P., Simanovska, A. Ye., & Stepanenko, Ye. S.
(2022). Kreatyvna ekonomika — mahistralnyi napriam formuvannia sotsialno-
oriientovanoi ekonomiky [Creative economy as the main direction of forming
a socially oriented economy]. Visnyk of Sumy State University, 4, 52—60. https://doi.
org/10.21272/1817-9215.2022.4-06 [in Ukrainian].

O’Connor, J., & Wynne, D. (Eds.). (1996). From the margins to the centre: Cultural production
and consumption in the post-industrial city. Routledge.

Fedorenko, S., Butko, L., & Maslak., V. Creative industries: Definitions, contextual differences and key aspects of



THEORY AND HISTORY OF CULTURE

Issues in Cultural Studies ISSN 2410-1311 (Print)
2025 » 45 « 49-62 ISSN 2616-4264 (Online)

Poplavskyi, M. M. (2017). Event-menedzhment u industrii dozvillia [Event-management
in leisure industry]. Issues in Cultural Studies, 33, 186-197. https:/doi.
org/10.31866/2410-1311.33.2017.141600 [in Ukrainian].

Radomska, J., Wotczek, P., Sotoducho-Pelc, L., & Silva, S. (2019). The impact of trust on the
approach to management — A case study of creative industries. Sustainability, 11(3),
Article 816. https://doi.org/10.3390/su11030816 [in English].

Rantisi, N. M., Deborah, L., & Cristopherson, S. (2006). Placing the creative economy: Scale,
politics, and the material. Environment and Planning A: Economy and Space, 38(10),
1789-1797. https://doi.org/10.1068/a39210 [in English].

Sacco, P. L., Ferilli, G., & Tavano Blessi, G. (2018). From culture 1.0 to culture 3.0: Three
socio-technical regimes of social and economic value creation through culture, and
their impact on European cohesion policies. Sustainability, 10(11), 3923 [in English].

Shkarlet, S. M., & Dubyna, M. V. (2019).0Osoblyvosti vzaiemodii kreatyvnykh industrii ta
finansovykh ustanov [Features of interaction creative industries and financial
institutions]. Problems and Prospects of Economics and Management, 1(17), 207—
218. https://doi.org/10.25140/2411-5215-2019-1(17)-207-218 [in Ukrainian].

Shumeiko, L. (2021). Kulturni ta kreatyvni industrii: istoriia ta suchasnist [Cultural and
creative industries: History and present]. Grail of Science, 8, 456—460. https://doi.
org/10.36074/grail-of-science.24.09.2021.85 [in Ukrainian].

Svintsytska, O. M., & Tkachuk, V. O. (2020). Kreatyvna ekonomika ta Kreatyvni industrii
[Creative economy and creative industries]. Zhytomyr Polytechnic State University
[in Ukrainian].

Throsby, D. (2008). The concentric circles model of the cultural industries. Cultural Trends,
17(3), 147-164. https://doi.org/10.1080/09548960802361951 [in English].

Towse, R., & Navarrete Hernandez, T. (Eds.). (2020). Handbook of cultural economics (3" ed.).
Edward Elgar [in English].

Turskyi, I. V. (2016). Rehionalni modeli kreatyvnykh industrii: porivnialnyi analiz [Regional
models of creative industries: a comparative analysis]. Modeliuvannia rehionalnoi
ekonomiky, 2(28), 244—262 [in Ukrainian].

United Nations. (2008). Creative economy report 2008. https://unctad.org/system/files/official-
document/ditc20082cer_en.pdf [in English].

Fedorenko, S., Butko, L., & Maslak., V. Creative industries: Definitions, contextual differences and key aspects of 61



TEOPISl TA ICTOPISl KYNIbTYPU
MuTaHHA KYABTYPOAOTIT ISSN 2410-1311 (Print)

20

25 ¢ 45 « 49-62 ISSN 2616-4264 (Online)

62

KPEATUBHI IHQYCTPIi: BUSHAYEHHS, KOHTEKCTYANbHI
BIAMIHHOCTI TA KIKO4YOBI ACMNEKTU AHANI3Y

CeitnaHa ®egopeHko'?, llapuca ByTko?, Bonogumup Macnak®

'KaHOudam icmopuyHux Hayk, doyeHm,
ORCID ID: 0009-0000-2763-8280
e-mail: svfedor70@gmail.com
2KaHOuOam cpinonozaiyHux Hayk, doueHm,
ORCID ID: 0000-0002-8817-3381
e-mail: larysabutko@gmail.com
3[lokmop icmopuYHUX HayK, npogecop,
ORCID ID: 0000-0002-2898-2400
e-mail: vimaslak2017@gmail.com
aKpemeHuyubKul HayioHanbHUl yHisepcumem
imeHi Muxatina Ocmpoepadcbkozo,
Kpemenyyk, YkpaiHa

Mema cmammi — BU3HauMTU cneumdiky CydacHUX KpeaTUBHUX iHOYCTPIN Kpi3b Npusmy ix
HayKOBOro OCMUCIEHHS. Pe3yribmamu 00Cridx)eHHs1 3aCBi4unu: Cy4acHW CBIT BU3HAYaeTbCs
CTPIMKMM PO3BUTKOM i MOLUMPEHHSIM KpeaTUBHUX iHAYCTPIN, WO € BaXUBMM YNHHUKOM SiK ANs
KynbTYpHOrO, TaK i 4N eKoHOMIYHOro nporpecy. KpeaTuBHi iHOYCTPii OXONNIOTb LLUMPOKWIN CNEKTP
ranysei, Takux sik My3uKa, KiHo, MUCTELTBO, An3aliH, BiAeoirpu Ta iH. BoHu He nuwwe 3a6e3neyyoTb
posBary Ta ecTeTuyHe 3aJ0BOfIEHHS, a W CTUMYMIOIOTb iHHOBALii Ta €KOHOMIYHE 3POCTaHHS.
3aBasikm iX po3BUTKY 3'IBNSOTLCS HOBI pobOYi MicLs, 3pOCTae ekcrnopT i BinOyBaeTbCA 3anyyeHHs
iHBecTuuUin. BogHouyac kpeaTuBHi iHOYCTpii BigirpatoTb BaXnuBy pofib Y COLIOKYNBTYPHOMY
pO3BUTKY. BOHWM CTUMYIIOOTL TBOPYICTb, CMPUSOTE MiXKYNBTYPHOMY Aianory Ta 36epexeHH:o
KynbTypHOI cnaglwmHn. Kpim Toro, KpeaTuBHi iHAYCTPIi € NOTY>KHWUM iHCTPYMEHTOM M’SIKOT CUNH,
30aTHMM MigBULLYBaTW MPECTWX KpaiHM Ha MiKHapoAHii apeHi Ta npuBepTatu yeary Ao i
KynbTYPHOIO 1 iHTenekTyanbHoro noteHuiany. CborogHi cnoctepiraeTbCsi eBOMIOLISI CTAHOBIEHHS
KpeaTVBHYMX iHAYCTPI/ SK MOHATTS Ta SiBULLA B KOHTEKCTi COLiOKYNBETYPHOrO PO3BUTKY Cy4acHOro
BITYM3HSAHOTO CycCninbCcTBa. Haykosa HO8U3Ha MONSira€ B OCMWCIIEHHI MOHATTA KpeaTUBHUX
iHOYCTpI | 3yMOBMEHa aKTyamnbHiCTIO Ta MMUMOMHOK TEOPETUYHOrO aHanisy, pesynbrati SKoro
B MeXax NpOBEAEHHS eMMipUYHUX [AOCHMKEHb Y ranysi KpeaTUBHUX iHAYCTPIN MOXyTb OyTu
BMKOPUCTaHI $IK TeopeTuyHa ocHoBa. BucHoeku. KpeaTuBHi iHAYCTPii BigirpaloTb Baxnuey
porfb Yy CTPYKTYpi BITYM3HSHOI €KOHOMIKM, @ TaKOX XapakTepu3yloTbCs MOTYXHWM PO3BUTKOM
Ta IiHHOBaUiMHUMK TpaHchOopMaLisMK, WO CrpUse akTUBHIN MOAepHi3auii  BiTYM3HSAHOrO
TEOPETUYHOrO 3MICTY Liei cdepun 3 aKLLEeHTOM Ha PO3BUTOK Ta YOOCKOHarneHHs il MexaHiamis. Lie
3yMOBMIOE HEOOXiAHICTb MPOAYKTUBHMX HAyKOBMX MOLLYKIB, 06’€EKTOM SIKUX € KpeaTuBHI iHAYCTpil,
0cobnMBO B acneKTi BITYN3HSIHOT Ta perioHanbHoi creumdiku.

Knro4oei cnoea: kpeaTuBHi iHOYCTPIl; COLOKYNBTYPHI NpakTUKW; aHani3a KpeaTuBHWX
iHOYCTpIN; 3aranbHoAepXXaBHi TeHAEHLUiT; perioHanbHU acnekT
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